Alison Palmer p126826

	[image: Image result for moonpig]
Contemporary e-Business Themes
Report
Program:  MBA
Module: e-Business Strategy
Module Level: 7
Module code: M7X00590
Lecturer: Chris Thomas
Assignment No: 1 of 1
Submission: 8th January 2018
Student: Alison Palmer (p126826)
 


Table of Contents
Executive summary ………………………………………………………………….3
1.       Introduction……………………………………………………………….4
2. [bookmark: _Hlk502831296]      Context……………………………………………………………………5
2.1  Definition of the Internet………………………………………………..5
2.2  Definition of E-Business………………………………………………..5
2.3  Definition of E- Commerce……………………………………………..5
2.4  Benefits of e-business………………………………………………….5/6
2.5  Limitations/ challenges of e-business…………………………………6
2.6  Customisation vs Personalisation for the customer experience……7
2.7  Customisation……………………………………………………………7
2.8  Personalisation…………………………………………………………..8
2.9  Customer Relationship Management (CRM)…………………………8/9
2.10  Social Media……………………………………………………………..9
2.11  Loyalty Scheme………………………………………………………….9/10
2.12  Privacy…………………………………………………………………….10
2.13  Risk………………………………………………………………………..10/11
2.14  Trust………………………………………………………………………..11
2.15  Competitors………………………………………………………………..11/12
2.16  Bricks and Mortar Stores…………………………………………………12
2.17  Greeting Card Statistics………………………………………………….12/13
3          Moonpig Business Strategy……………………………………………..13
3.1       PEST Analysis…………………………………………………………….14
3.2       SWOT Analysis……………………………………………………………15
3.3       Porter’s Five Forces………………………………………………………15
3.4       E-Business Value Chain Analysis………………………………………15/16
4.         Conclusion…………………………………………………………………17/18
5.         References…………………………………………………………………19-21


                                                                                                                                              Executive summary
Moonpig is an online greeting card company, it was  founded in 2000 by Nick Jenkins, he expanded into personalised cards and gifts such as flowers, mugs, wines and spirits, in 2011 they were later acquired by Photobox, but for the purpose of this report the content will consider Moonpig only. Their main competitors are Funky Pigeon online and bricks and mortar stores, according to the 2016 Greeting Card Association report the U.K. public spent £1.75 billion on greeting cards which covers January to December 2016. According to Jerry Daykin at the guardian. “Personalized marketing at scale” might be fast becoming the newest digital marketing trend (Daykin, 2015), although Moonpig was doing this from the beginning, considering the personalisation of goods such as football boots and coca cola bottles are fast becoming the next big marketing ploy for customer interaction.  “It’s where retailers can grow the most and by knowing your customer and by giving  them what they are expecting first time.
 The whole industry is learning; big data is about understanding your customers and giving them what they want" (Sturrock, 2015). Personalisation plays an important role for service providers in modern e-commerce strategies; it is important to build up a tight customer relationship in order to address customers personally. Speaking about personalisation in ecommerce brings up the problems of identifying a customer, gathering information around the customer, and processing data to make a service seem personally adopted for a certain customer. Although e-business and e-commerce are often interchangeable there are slight differences, and there are benefits of setting up an e- business such as Moonpig there are lower startup costs with less to pay for than physical space, there are also limitations such as security issues. 

1.Introduction to “Moonpig”
The introduction of the internet and the rise of the internet commerce(IC) in the 1990’s have expanded the role of IT in organizations. In many organizations, a new set of internet-based applications connect the business to consumers and suppliers, enabling the buying and selling of goods and services across computer networks. Carlota Perez defines the technology revolution as a “powerful and highly visible cluster of new and dynamic technologies, products and industries capable of bringing about an upheaval in the whole fabric of the economy and propelling a long-term upsurge of development” (Perez, 1990). 
Moonpig is an online business based in London and Guernsey which sells personalized greeting cards; it was founded by Nick Jenkins in July 2000 by 2007 they dominated the industry with sales equating to 90% of the online greeting card market with a turnover of £61 million in 2016.The company has expanded to other personalized products such as mugs, flowers, wines & spirits, t-shirts and toys, their core markets are in the U.K. Australia and U.S. They have been bought by Photobox in July 2011 for £120 million, (Bradshaw, 2011) for the purpose of this report the content will consider Moonpig only, and how personalisation plays an important role for service providers in modern e-commerce strategies; it is important to build up a tight customer relationship in order to address customers personally, for this purpose the customer relationship management (CRM) will be examined, Personalisation in ecommerce brings up the problems of identifying a customer, gathering information around the customer, including Privacy, Risk and Trust. Some consideration will be given to e-business and e-commerce definitions. Moonpig’s Business strategy, competitors, the external environment with the use of a PEST analysis, SWOT, porters five forces and the e-business value chain. This report will highlight the need by consumers for personalized goods, with the added bonus of the awareness of secured security on the websites.
2. Definitions of the Internet, E-business and E-commerce
[bookmark: _Hlk502831560]2.1 Definition of the Internet: - “a global network providing a variety of information and communication facilities, consisting of interconnected networks using standardised communication protocols” (Oxford, 2017).
[bookmark: _Hlk502831607]2.2 Definition of E-Business: “the use of electronic means to conduct an organizations business internally and /or externally, internally linking employees with each other through an intranet also supporting after sales services activities and collaborating with business partners” (Jelassi, 2014).
[bookmark: _Hlk502831690]2.3 Definition of E- Commerce: “the buying and selling of goods and services over computer networks, including the internet” (Mc Kay & Marshall 2004)
Although the terms e-commerce and e-business are often used interchangeably, there are differences. E-commerce is the buying and selling of goods and services on the Internet or other computer network. Any brick and mortar store can become an e-commerce business by adding a virtual storefront with an online catalog. In most cases, e-business refers exclusively to Internet businesses, but it may also refer to any business that uses Internet technology to improve productivity and profitability (Lorette, 2017).
[bookmark: _Hlk502831734] 2.4 Benefits of e-business
Setting up an online store comes with significantly lower startup costs than a traditional physical store, with no need to pay for a large physical space and all of the ongoing costs that this can entail. As a result, you can get started quickly, with less capital investment and start selling straight away. The internet or to be precise, the e-businesses, offer a store at the click of a button, without leaving your armchair, whether you use your smartphone or tablet. The store is open 24/7 365 days a year for its customers, complete product details are available images, videos and guides for the buyers to make the right choice. Moonpig offers its customers the choice to personalise their card or gift, they see what the finished item is going to look like before they purchase, with real-time tracking with exclusive offers for regular customers. Then having products delivered straight to their door, within a few days and even at a time to suit the customer, can be even more attractive. The mobile “ always on “ culture means you never switch off, whether it’s to buy a greeting card or to buy fencing for the garden (Laudon, 2012). 
From a retailer’s point of view, being able to accurately track the customer’s interactions with your store across multiple different platforms gives you access to data that can elevate marketing efforts above anything a traditional store could manage. 
The technology is moving constantly and the e-business has to keep up with it, the internet is transparent and markets are global consumers are very good at comparing items and prices. 
There are limitations and challenges for Moonpig.
[bookmark: _Hlk502831802] 2.5 Limitations/ challenges of e-business
[bookmark: _Hlk502748282]One of the major limitations/challenges for e-business is the security risk, this can be client/server risk data transfer and transaction risks also the risk of viruses. There can also be high start-up costs of the various components needed such as the hardware/software, the sophisticated computers and routers. Maintenance of the web pages, can also be an issue where the training of Moonpig’s employees, such as developers and knowledgeable professionals who need to manage and maintain customers online. When customers choose Moonpig for example, they are dealing with a computer which can lead to customers feeling they do not receive any personal attention, which can also lead to a lack of information.
 Next we look at the customisation and personalisation of e-business
[bookmark: _Hlk502831833]2.6 Customisation vs Personalisation for the customer experience
Customisation and personalisation are often used interchangeably, but there are subtle important differences between the two. Customisation gives control to the consumer and personalisation gives control to the site. Both can enhance the consumers experience, but only when carefully implemented, Customisation lets consumers make their own selections about what they want to see, or set preferences for how information is organised or displayed. It can enhance consumers experience because it allows them to control their interaction. The main goal of personalisation is to deliver content and functionality that matches specific consumers needs or interests, with no effort from the targeted users. The system profiles the consumer and adjusts the interface according to that profile. Personalisation may deliver or emphasize particular information, restrict or grant access to certain tools, or simplify transactions and processes by remembering information about a consumer (Schnade, 2016). According to Risch personalisation is a means of facilitating this ease of use by presenting the customer with a pre-defined service for personal needs (Risch, 2006).
[bookmark: _Hlk502831862]2.7 Customisation
The digital era has ushered in a new era of “mass customization” thanks to the evolution of marketing automation and other technologies that can help businesses target individual customers on a large scale. But this work will not just happen, considerable work needs to go into market segmentation, target market identification and segregation and customized content creation in order to achieve results from the implementation of this new technology. 
Moonpig’s customer database is vast and expanding all the time, with customers who it has been stated are 80% women, who are working with little time to spare and between the ages of 25- 45, by understanding their age, gender and location, and also more in depth information about hobbies and interests. This way, Moonpig would be able to market to people as individuals; this information encourages Moonpig to target single-purchase customers to become regular buyers which is a crucial transition which solidifies retention and loyalty.
[bookmark: _Hlk502831897]2.8 Personalisation 
[bookmark: _Hlk502835398]Personalisation plays an important role for service providers in modern e-commerce strategies; it is important to build up a tight customer relationship in order to address customers personally. Speaking about personalisation in ecommerce brings up the problems of identifying a customer, gathering information around the customer, and processing data to make a service seem personally adopted for a certain customer. Personalisation in e-commerce is based on your customers interactions; it is necessary for Moonpig to engage with their customers experiences for designing personalised systems that can enhance the customers experience, expectation, satisfaction, support, communication, loyalty, acceptance, privacy, trust, service or risk. Personalisation aims to tailor content to individual needs, and to have content arrive at just the right moment. Its immediate objectives is to understand and to deliver highly focused, relevant content matched to users’ needs and contexts (Albert et al. 2004).
[bookmark: _Hlk502831937]2.9 Customer Relationship Management (CRM)
Definition of CRM: - “is a strategy for managing all your company's relationships and interactions with your customers and potential customers. It helps you improve your profitability” (Ehsan, 2014)
Relationship marketing is about being customer focused so that mutual benefits are gained, it was in 1983 that Berry introduced the term “relationship marketing” within the services marketing context (Berry, 1983). However Webster states, even during the dominating production orientation phase some industrialists such as Henry Ford were conscious that “building relationships” with customers contributed to business success (Webster, 1994). According to Fill (2013) the main function of marketing communications is to “ engage audiences” (Fill, 2013). 
[bookmark: _Hlk502832004]2.10 Social Media
Moonpig who is solely based online, they have found a crucial way to get customers to their websites, for this they have adopted social media into their marketing strategy, using it to encourage customers to their website, increase conversation and create a community around their brand. Moonpig has developed their own social media offering across multiple channels such as Facebook, where they have over 137,000 followers, twitter with over 14,000 followers, which clearly generates more engagement for their brand. They only have 373 followers on Instagram which is very small compared to that of their other social profiles; they also have a very small following of fans in Pinterest and Google+, which Moonpig only uses as a platform for self-promotion.
[bookmark: _Hlk502832035]2.11 Loyalty Scheme
Moonpig has launched which is thought to be the first digital stamp card scheme for an online retailer, basically the scheme works the same way as a coffee shop loyalty card, with each basket transaction made through Moonpig the customer earns a stamp when all six have been collected the customer is given three months in which to exchange for a free standard sized personalized greeting card.
One of the earliest known loyalty schemes was thought to have originated in 1896 with S &H green stamp program, to encourage loyalty, consumers received tiny stamps when they made purchases from participating merchants, glued them to pages in a booklet and redeemed them for products (Friend, 2017).
Loyalty programs are no longer solely focused on points or stamps, loyalty is a destination created through data centric communications, the more the customer returns to Moonpig the more information will be gathered, therefor leading to a sustainable and measurable customer relationship.
All online businesses must be aware of the new Data Protection Regulation that comes into force in May 2018.
[bookmark: _Hlk502832082]2.12 Privacy
The EU’s General Data Protection Regulation (GDPR) will apply from 25 May 2018, when it supersedes EU member state implementations of the 1995 Data Protection Directive (DPD). The UK Data Protection Act 1998 (DPA) will be superseded by a new DPA that enacts the GDPR’s requirements. The new law marks a wide-reaching and significant shift in the way that organisations must protect personal data. It grants data subjects a number of new rights, including the right to judicial remedy against organisations that have infringed their rights, and requires organisations to adopt “appropriate technical and organisational measures” to protect personal data. It also introduces mandatory data breach reporting (Governance, 2017).
[bookmark: _Hlk502832129]2.13 Risk
Much of the interaction is based on Moonpig accessing your personal data (Zimmer, 2008),information experts characterise social networks or platforms as “ attractive targets for those with malicious intent”. Each website offers a huge user base sharing a common infrastructure, and the information that users willingly supply is in high demand (Mansfield-Devine, 2008)
The average users profile contains information about their home address, pets name, schools attended, mother’s maiden name and other family details, just the kind of information used for security or lost password questions for online banking and other confidential services.
Moonpig has had their own security breaches, one such security beach concerned the vulnerability in their website which left three million of their customers personal data including credit card details exposed. According to the security researcher who discovered the vulnerability Paul Price Moonpig had known about the problem for 17months which it had been left unfixed (Solon, 2015).
2.14Trust
Cyber-attacks and security beaches are all too common, such attacks can inflict a huge blow to consumer confidence and trust especially if confidential customer information such as financial details are exposed, unfortunately for Moonpig they did nothing for 17 months, this is highly unethical, this  undaughterly worsened the situation and their reputation. It has been reported that customers are often understanding when it comes to businesses committing mistakes and nearly 93% of them believe that coming clean during such incidents reflects positively about the company (Index, 2017).
Who are Moonpig’s Competitors
2.15 Competitors
Funky Pigeon is one of the major online competitors for Moonpig, FunkyPigeon.com is one of the biggest online personalised gift and greetings card retailers in the UK. With three million active customers, buying products weekly or monthly and that figure growing 30% year-on-year.There are also retailers who uses an online presence as well as a bricks and mortar presence such as Hallmark (Cloudpro, 2017). 
2.16 Bricks and Mortar Stores
Retailers with a brick-and-mortar presence on the high street tend to offer a more personal customer experience versus their online-only competition, but they often fall short on convenience and rapid inventory availability. However, through an integrated approach, these same retailers can deliver the accessibility of online shopping and the advantage of personalization, tailored advice and support in product fulfilment when products are out of stock or unavailable although 61% of consumers shop in-store, compared to only 31% who turn to the internet. This is good news for brick-and-mortar businesses. One of the largest drivers for in-store shopping is the ability for customers to receive the product immediately. Another major benefit for brands that operate brick-and-mortar stores is the way in which consumers spend their money while shopping. 40% of shoppers spend more than they had planned to while shopping in stores, while only 25% of shoppers do so when shopping online. Beautiful storefronts and point-of-purchase displays can strongly influence consumers to make an impulse purchase, and are much harder to ignore than online ads (Inforgraphic, 2016)
What are the Greeting card statistics
2.17 Greeting card statistics 
The latest Greeting Card Association (GCA) Market Report shows that in 2016 the UK public spent £1.75 billion on greeting cards, this report covers January to December 2016, the single unit card valued at £1.526bn in 2016 while everyday cards are now worth £1.178.8bn an increase of £28.7m from 2015, with sales of ages, occasions and relations showing the greatest growth to £680.6m.In addition, an estimated 900m Christmas cards were sold in boxes and packs worth around £230m, as well as millions of cards bought from online operators, such as Moonpig. The vast majority of greeting cards are still bought in bricks and mortar stores, rather than online and they remain an important, highly-profitable product for all manner of retailers, being sold in one in six retail outlets (Report, 2016)
What is Moonpig’s Business Strategy
3. Moonpig’s Business Strategy
A study published by the  Organisation for the promotion of e-commerce OPCE in 2014 revealed that companies like Moonpig with an hybrid business model have a much better success rate in their ecommerce initiatives than companies who developed an ecommerce division or separate entity within their organisation to do business online.
The hybrid model combine the conventional way of doing business with the technical means made possible by the internet, Moonpig adopted the hybrid model based on the alignment between their business strategy and the execution of the plan for the best practice to build exceptional customer experiences.
Of course the applications of customer relationship management (CRM) would have tremendous impact on their business if they could leverage on a complete understanding of their customer's purchase history, key contacts as well as a depository of all documents related to their business relationship.
Moonpig must also understand their external environment for this a PEST Analysis follows.


3.1 PEST Analysis 
The world  is dynamic and one that is rapidly changing and to keep up with this, businesses have to adapt, they need to look at the business environment according to Bayard O Wheeler “Business environment is total of all things external to the business firms and the industries which affect their organisations and operations” (Faima, 2015).  The Macro environments factors affect are those that affect the performance of the company, according to Phillip Kotler “The Micro environment consists of factors in the company’s immediate environment which affects the performance of the business unit” (Management, 2012) this includes the customers, suppliers, the public, intermediaries and competitors these have a direct effect on the activity of the business.
	Political
	Environmental

	· Outsourcing production
· Political Change
· Regulations
· Funding, grants and initiatives
	· Cost of production
· Cost of rising postage
· Saturated market
· Inflation of card price

	Social
	Technological

	· Not convenient for impulse purchase
· DIY vs Store bought
· Charity affiliation 
· Environmental waste
	· Greeting card app
· Led lights incorporated into cards
· Personalization
· More events due to social media




To follow will be a SWOT analysis of the strengths, Weaknesses, opportunities and Threats for Moonpig.
3.2 SWOT Analysis
[bookmark: SOFTanalysis][bookmark: _Hlk502830032]The origins of the SWOT analysis technique was credited to Albert Humphrey, who led a research project at Stanford University in the 1960s and 1970s using data from many top companies. The goal was to identify why corporate planning failed. The resulting research identified a number of key areas and the tool used to explore each of the critical areas was called soft analysis. 
	Strengths
	Weakness

	· Good Brand name
· Variety of products
· Strong management structure
· Has been purchased by a larger organization
	· Limited card range
· Stuck with price range
· Not adjusting faster enough to  greeting card market
· Online only no avenue for opportunist purchase

	Opportunity
	Threat

	· Growth in UK as well as other countries
· Increase in online market
· Continue to diversify into other products
· Has been bought by Photobox
	· Rising delivery charges
· Postal strikes
· Other online retailers growing at a higher pace
· U.K. greeting card market not growing


	
3.4 Porters '5 Forces Analysis of the Environment'
When looking at the organization profitability has to be to create a higher value then their competitors, it also needs to capture the value that it creates in the form of prices that exceeds their costs for their products and services; profitability depends on the internal competencies and activities of the e-business organization.  (TimesEconomic, 2017) 

3.5 E-business value chain analysis
There are similar questions that can be asked about the activities of an e-business such as Moonpig, whose only transactions involve the processing of information flows. Rayport and Sviokla purposed a ‘virtual’ value chain that includes a sequence of gathering, organising, selecting, synthesizing and distributing information. Value creation opportunities in virtual markets, can result from new combinations of information and service configurations of transactions and the reconfigurations and integration of resources, capabilities, roles and relationships among suppliers, partners and customers (Rayport, 1995). The table below depicts the four stages of value creation in e-business that can emerge from the data analysis; Brandenburger and Stuart’s view of the total value creates the sum of value appropriated by each party involved in a transaction (Brandenburger, 1996).

[image: https://ai2-s2-public.s3.amazonaws.com/figures/2017-08-08/e87c3be7aaa1c7ce91f94fda0815339ac02af787/12-Figure1-1.png]



3. Conclusion
The introduction of the internet has given rise to the internet commerce, many organisations have a new set of internet based applications connecting business to consumers and suppliers. Moonpig business strategy is based on being a “hybrid” strategy, organisations today use it more and more around the world they rely on “hybrid” strategies that successfully combine low cost and differentiation advocating for competitive advantage.
[bookmark: _GoBack]Moonpig are an online only organisation where they provide a platform for consumers to personalize their own greeting cards and gifts, it was founded in 2000 by Nick Jenkins, but was later purchased by Photbox in 2011.
The personalised gift market is growing at a tremendous rate, but what’s fueling this growth and is it sustainable? Personalised gifting is big business the growth not only from greeting cards but also t-shirts mouse mats photobooks,. And it’s a market that is forecast to grow even further in the future. So what has fueled the rapid growth of the sector and what challenges do providers of personalised products need to overcome to ensure the market continues its upwards trajectory in the future? The main driving force behind the accelerated sales growth of personalised gifts in the last few years has been the significant advances made to digital printing “Personalisation “What is different today is that this can be accomplished on an industrial scale with the latest digital printing machines and the integrated internet- and social-media-based ordering systems.”
Personalisation plays one of the most important roles in Moonpig’s unique selling point (USP) where their customers interact with their business through the creation of cards and personalised gifts, although for this to happen the customers must trust the organisation, as they are required to provide personal information, and hope this is kept safe unfortunately for Moonpig this was not the case.
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